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PGW Enlarges Scope of Cooperative 
Incinerator Sales Campaign 


HILADELPHIA Gas Works, cur- 

rently engaged with appliance man- 

ufacturers and dealers in a major 
incinerator sales program and an active 
leader in past coordinated merchandis- 
ing campaigns for Matchless ranges and 
gas clothes dryers, has taken exception 
to the quote of a gas industry spokesman 
in a recent issue of a national marketing 
magazine—"“. . . the gas industry has 
handed the appliance business over to 
the electric companies by default.” 

It is obvious that the spokesman is 
unfamiliar with the tripartite role be- 
ing played by PGW, appliance manu- 
facturers and dealers in the Philadelphia 
area—in Philadelphia there has been no 
default; no handing of the appliance 
business to the electric companies. 

On the contrary, PGW, gas appliance 
manufacturers and their dealers are 
working hard together in an effort to bet- 
ter their already successful sales position 
in Philadelphia. The auspicious start, in 
January, of another full-scale coopera- 
tive promotion program, spearheaded by 
PGW, is evidence of this. The now-in- 
full-swing promotion, built around mod- 
ern gas disposal units, is but one of a 
number of such programs which have 
been launched in the last few years. 


Promotion Issue 

In connection with the current incin- 
erator Campaign, a special promotion is- 
sue of the Philadelphia Inquirer, Febru- 
ary 8, included advertisements by manu- 
facturers, dealers and PGW, about gas 
disposal units. A similar coordinated ad 
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insertion was run later in the Philadel- 
phia Bulletin. 

The promotion issue of the Philadel- 
phia Inquirer had, in addition to the 
numerous advertisements by manufac- 
turers and dealers, column after column 
of editorial material pertaining to gas 
disposal units and their performance, op- 
eration, construction, efficiency and fea- 
tures of each manufacturer’s unit. One 
page, for example, showed two large gas 
disposal unit ads beneath the 4-column 
editorial headline “New Double Duty 
Gas Disposer Is Hailed As Progressive 
Step in Home Appliances.” The article 
described the efficiency of the unit and 
its effect on the problem of what to do 
with burnable trash. 

“Although it works like magic,” the 
readers were informed, “there is noth- 
ing mysterious about the operation of a 


new disposer. All that is required is that 
the refuse be placed in the unit, where 
it is automatically dried and then burned, 
eliminating the use of matches.” 

On succeeding pages there were simi- 
lar headlines and stories, descriptive of 
gas incinerators—“Wider Door Offered 
by Gasinator,”’ “Dehydration Idea Is 
Used by Nelson.” In this way the edi- 
torial material and advertising were po- 
sitioned throughout the special promo- 
tion issue so that the most effective 
reader-interest could be maintained. 


Incinerator Campaign 

The objectives of the incinerator cam- 
paign [AMERICAN GAS JOURNAL, Oct. 
1952, page 60] were outlined by PGW 
in the program it had prepared and dis- 
tributed to gas disposal unit manufac- 
turers, distributors and wholesalers, be- 














This full page advertisement 
by PGW appeared in the 
“The 
Philadelphia Inquirer” and is 


February 8 issue of 
typical of the highly effective 
advertising that is being used 
to support the incinerator 
sales program. The issue in 
which it 
special promotion issue con- 


appeared was a 


taining ads about gas dis- 
posal units, by many manu- 
facturers, dealers and PGW. 


Left, a prospect is being told 
about the many features of 
a gas disposal unit in a gas 
appliance dealer's showroom 
in Philadelphia. 
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Write us for 
Catalog AGJ3 
Ask about the 
Roper Franchise. 
It may be open 
In your community 


GEO. D. 
D. ROPER CORPORATION ¢ Rockford, Illinois 
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PGW Enlarges Scope of Cooperative Incinerator Sales Campaign 


fore the campaign was launched. These 
objectives included the setting up of 
local wholesale agencies by manufac- 
turers to serve retail accounts, the ob- 
taining of retail sales support from ap- 
pliance dealers, and the providing of a 
utility program in which all parties could 
participate as extensively as they wished. 

Dealer support was received when the 
dealer contact division of PGW planned 
to encourage sales through dealers by 
helping them get appliance franchises, by 
aiding them with displays and by adapt- 
ing the campaign plans to each dealer’s 
best advantage. As a special attraction 
for dealers, the utility proposed that 
manufacturers and distributors offer 
dealers two disposal units; one for dis- 
play purposes and one for the dealer’s 
home. PGW paid a portion of the instal- 
lation cost and, through refunds, made 
it possible for a dealer to get his own 
model free through an active sales effort. 

Sales training classes were arranged 
by PGW for dealer sales personnel, free 
display pieces were made available, free 
adjustment service was offered on dis- 
posal units installed on the utility’s 
meters and other miscellaneous assist- 
ance was provided by PGW for dealers. 

The utility cooperated in customer ad- 
vertising by contracting a_ television 
show and sharing the cost with inter- 
ested manufacturers, distributors and 
dealers. It participated also, in advertis- 
ing through approved media such as: 
Philadelphia dailies, leading weekly 
newspapers, radio and television sta- 
tions, billboards and door-to-door pieces. 
And PGW made plans for retail support 
through its retail sales division, which 
employs 65 street salesmen and 14 sales- 
girls in seven district offices. 

But, prior to this promotion of gas dis- 
posal units, PGW had gathered experi- 
ence in coordinated merchandising cam- 
paigns that united utility, manufacturer 
and dealer. 


Gas Dryer Campaign 

In October 1953, 13 manufacturers, 
10 distributors and 450 dealers com- 
bined to start an automatic gas dryer 
promotion with a splash. Arrangements 
were made with the Philadelphia news- 
papers for what amounted to a special 
section on dryers. All the ads were run 
on consecutive pages; the first appeared 
on a break page, alongside a news story 
about the advantages of automatic 
clothes drying. 

And in September 1953, Peoples Gas 
Light and Coke Co. of Chicago and 
PGW began an inter-company retail 
sales contest of the Matchless Range. 
The program, developed by Bernard H. 
Wittmann, assistant to the vice presi- 
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dent of Peoples, and James O. Nichols, 
sales manager of PGW, was the first of 
its kind, wherein a sales force of one 
large metropolitan utility was put in 
friendly rivalry with the sales force of 
another utility in a distant city. 

Promotions of this type are set up for 
a specific calendar period, with each 
promotion spotlighting one major gas 
appliance. A promotion encompasses 
advertising in various local media, sup- 
porting merchandising plans, and com- 
plete timetables and details for the re- 
sponsibilities of utility, manufacturers 
and dealers, coordinated by PGW’s eight 
man dealer contact division. The aim 
of the program is to keep residents and 
neighbors of Philadelphia conscious of 
gas, and to sell more gas appliances re- 
gardless of the retail outlet. 

PGW, a division of The United Gas 
Improvement Co., has long realized that 
the dealer is the key to appliance selling. 


Matchless Range Campaign 

In the spring of 1952, PGW launched 
its first full-scale cooperative campaign 
on “Matchless” Gas ranges. The name 
Matchless was developed by the utility 
to signify a high quality, fully-automatic, 
single-point ignition gas range. The pro- 
gram is typical of promotional activities 
on all gas appliances. 

Before the final decision was reached 
on promotional plans, PGW called in all 
the gas range manufacturers’ local repre- 
sentatives for a meeting. The program 
and the extent of PGW’s participation 
were outlined, and the manufacturers 
were asked for their views. Although 
the manufacturers were competing for 
sales, they were able to agree on a cen- 
tral theme, emphasizing the value of gas 
appliances, which tied all the partici- 
pants together. In the Matchless cam- 
paign of early 1953, all manufacturers 
agreed to give a 30 day money-back 
satisfaction guarantee with each range 
sale. And PGW and the manufacturers 
agreed to underwrite the cost of any 
reverts. 

Together with the manufacturers’ rep- 
resentatives, PGW’s dealer contact di- 
vision double-teamed on dealers to put 
the program across. 

Besides taking large space advertis- 
ing on its own in these promotions, PGW 
shared 25%, of the cost of the advertising 
space placed by any participating manu- 
facturer, distributor or retailer during the 
campaign period. One natural stipulation 
was made by PGW—the ad must feature 
gas and mention only gas appliances. 

PGW’s 565,000 customers received 
mailing stuffers with their bills. Service 
trucks operated by the utility carried 
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Manufacturers-Utility-Dealers Fully 
Coordinated in Big Philadelphia 
Fall Sales Program 











PGW’‘s emblem in the Matchless sales campaign. 


signs featuring the product, and car 
cards were included. 

To dealers, the company offered a 
matchless package. A special window 
display would be installed by a profes- 
sional window trimming company, to- 
gether with an ad over the dealer’s own 
signature, featuring the range brand of 
his choice, in any weekly neighborhood 
newspaper he desired. The complete 
package, worth $39, was sold to the 
dealer for nine dollars. 

The specific aim of the Matchless 
campaign was to trade-up the gas range 
sale to an automatic Matchless range, 
and to sell the public on the fact that 
automatic gas ranges and ovens were as 
automatic, as modern and priced lower 
than electric ranges. Secondary aims 
were to sell more gas ranges and to de- 
velop more satisfied customers. Auto- 
matic gas range sales amount to about 
35°% of the total gas range sales during 
that program. 

Philadelphia is a gas city—95% of all 
homes use gas for cooking. Saturation 
in gas home heating is 25%. 


A Merchandising Utility 


According to manufacturer com- 
ments, PGW is outstanding as a mer- 
chandising utility. In addition, dealer 
surveys indicate that PGW’s efforts are 
appreciated. 

Planning of the cooperative programs 
is handled by PGW’s sales department, 
under the direction of Frank H. Trem- 
bly, Jr., director of sales, and John Falk- 
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ner Arndt & Co., PGW’s advertising 
agency. 

If the gas industry had “been guilty of 
near-sighted marketing, poor promotion 
and a lack of cooperation between gas 
appliance manufacturers and the utili- 
ties,” it is not apparent in Philadelphia. 

As far as Philadelphia Gas Works is 
concerned, gas appliance merchandising 
has been going full blast for a long time, 
and each new campaign is strengthened 
by knowledge gained from preceding 
programs. 





INCINERATORS IN PHILADELPHIA 
INQUIRER PROMOTION ISSUE 


Advertising in “The Philadelphia Inquirer’ 
incinerator promotion issue, February 8, in- 
cluded: 
Brule 
Calcinator 
Caloric 
Cinerator 
Coronator 
Gasinator 


Gas-Posall 
Incinor 
Magic Chef 
Majestic 
Nelson 
Reznor 











AGA SEES 5-YEAR SALES OF 
59 MILLION APPLIANCES 


Nearly 59 million gas ranges, water 
heaters and heating units can be sold in 
the years from 1954 through 1958 if eco- 
nomic conditions remain at current levels, 
while a decline in consumer incomes 
amounting to 10% in 1954 and averaging 
20% during the five-year period would re- 
duce the sales potential for these appliances 
to 37.6 million. Actual sales during 1948- 
1952, when the backlog of demand was 
being satisfied, were 36.3 million units. 

These sales potentials were developed by 
studies made by the Bureau of Statistics, 
American Gas Association, as one phase 
of the Gas Industry Development Program. 
The study was guided by the marketing re- 
search subcommittee of the AGA com- 
mittee on economics. 

At the 1953 level of consumer income, 
the national sales potential for gas ranges 
alone in 1954 is 3,150,000 units. For the 
1954-1958 period the sales potential would 
be 19,300,000 units. Gas range sales in the 
1948-1952 period totaled 12,418,000 units. 
On a 10% decline in income in 1954, the 
gas range potential for 1954 would be 
2,550,000 units. With a 20% drop over 
the five-year period, the national potential 
for gas ranges would be about 12,700,000 
units. 

Range potentials for the entire period 
show a higher annual average than for 
1954, vecause of improvement expected in 
consumer acceptance of gas resulting from 
increased promotion and production de- 
sign activity. Potentials should exceed re- 
cent sales by as much as 60%, if present 
economic conditions prevail. If business 
activity should drop, additional efforts will 
be needed to maintain the rate of sales cur- 
rently achieved without such incremental 
efforts. 

Fluctuations in industrial activity, per- 
sonal income and the business cycle affect 
the magnitude of these potentials and for 
this reason estimates were prepared on two 
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PAST SALES 





1952 1948-52 


12,418 
9,176" 
5,575 
2 Yee 
N.A. 
N.A. 


ra I 
1,910" 
1,185 
1,710 

135 
N.A. 


Ranges 

Water heaters 
Central heating’ 
Space heaters 
Dryers 
Incinerators 


TOTAL 7,115 36,324 


income. 
‘ Automatic water heaters only. 
* Including floor and wall furnaces. 





A STATISTICAL VIEW OF GAS APPLIANCE SALES 


(in thousands of units) 


American Gas Association, Bureau of Statistics 


* Assuming no change from the 1953 level of consumer disposable income. 
Assuming a 10% decline in 1954, and 20% in 1954-58, in consumer disposable 


POTENTIALS 





Lower 
Economic Levels‘ 


Current 
Economic Levels” 


1954 


1954-58 1954 1954-58 
3,150 
2,600 
1,300 
2,000 

225 

200 


19,300 
18,000 

7,800 
13,700 


2,550 
2,150 
1,000 
1,450 
200 
160 


12,700 
12,400 
4,600 
7,900 


9,475 58,800 7,510 37,600 








bases, at current levels, and predicated 
upon the declines noted for 1954 and for 
the five-year period. Some reduction is an- 
ticipated by most economic forecasters in 
business and government but few forecast- 
ers predicted as much as a 20% decline 
during the 1954-1958 period. This pessi- 
mistic assumption has been used intention- 
ally in this study to present an extreme 
range for potential gas appliance sales. It 
seems probable that housing activity will 
be less in the next few years; this will affect 
demand for appliances and other durable 
items. These same external factors can be 
expected to have similar effects on gas and 
other appliances. 

Potential gas water heater sales during 
the five-year period are estimated at 18.0 
million, with 2.6 million for 1954 alone. 
Reductions in business activity would de- 
press these potentials to 12.4 million and 
2.15 million respectively. Actual sales dur- 
ing 1948-1952 of both automatic and side- 
arm gas water heaters are estimated at 10 
million. While housing activity may de- 
cline somewhat in the five-year period, it 
is estimated a potential of between 3.6 
million and 5.3 million dwellings may con- 
vert from a competitive fuel to gas water 
heating. 

Gas space heater potential sales during 
1954-1958 are 13.7 million units while the 
gas-fired central heating potential, includ- 
ing floor and wall furnaces is 7.8 million. 
Lower business activity would limit these 
potentials to 7.9 million and 4.6 million 
respectively. Thus, an increase of 40 to 
50% in heating sales appears achievable. 
Conversions from other fuels occurred so 
rapidly in many areas during the post-war 


Coleman Opens New Office in Omaha 


The establishment of a Western zone 
office in Omaha, Neb., was announced by 
Coleman Co., Inc. Charles O. Slaby has 
been named zone manager. 

The Western office is the fourth zone 


years that much of this market already is 
using gas. The remaining conversion mar- 
ket is still large enough to affect poten- 
tials to a marked, but lesser extent. 

Potential sales of gas dryers during 1954 
vary between 200 and 225 thousand units, 
while incinerator potentials range from 
160 to 200 thousand. These newer appli- 
ances may be affected more severely dur- 
ing a short-term decline in business ac- 
tivity, although the ultimate long-term po- 
tential is huge compared with current sales 
levels. 

Appliance sales potentials are valuable 
to manufacturers and utilities in indicating 
location and extent of markets and in 
facilitating objective evaluation of sales. 
They relate to sales regarded as realisti- 
cally achievable within the period covered, 
and do not represent the total of all homes 
which might be regarded as possible pur- 
chasers of appliances. The potentials also 
indicate the relative extent of unfilled mar- 
kets in certain portions of the economy, 
thereby orienting sales promotion efforts. 
They facilitate decisions on future plant 
expansion and associated financing, as well 
as estimates of future profitability. 

While this is the first such study of gas 
appliance potentials prepared by AGA, it 
is anticipated that future studies will pre- 
sent information for major geographical 
regions, as well as for the entire United 
States. Further details regarding this stud 
are obtainable from AGA’s Bureau of Sta 
tistics. 

Historical sales and potential future sales 
of gas appliances, excluding gas refrigera 
tors and all-year air conditioning, are out 
lined in the accompanying table: 


office set up this year to serve distributor 
of Coleman home heating and air cond 
tioning equipment. The Omaha zone con 
prises Nebraska, Colorado, Idaho, Iow: 
Kansas, Minnesota, Missouri, Montan: 
Nevada, Oklahoma, Oregon, South D: 
kota, Utah and Washington. 


American Gas Journal, March 195 








is something 


ALWAYS 


missing? 
(to cut your profit) 



























































is 
ar- 
en- 
154 
its, 
om 
dli- 
ur 
ac- 
90- 
les 
ble 
ing 
in 
es 
sti- 
ed, 
1es 
™ EXAMPLE No. 2: you 
ar- 0. £2 You'll agree that 
ay, maintaining your profit depends largely on 
ts. minimizing profit-shrinking “call backs” or 
better—eliminating them entirely. That’s 
ell ° , E ° 
why—at Bryant—we strive first to give you HEATING AIR CONDITIONING 
= a quality product . .. secondly for a com- WATER HEATING 
t petitive price. And that’s why, as a Bryant 
re dealer you can confidently expect this signifi- . The most complete line in the industry 
- cant selling advantage. A quality product... Quality products—Competitively priced 
ec " . v > ; ; Te 4 ; > ; yey > ; . 
d priced to sell competitively . . . engineered to . Established name—Good customer acceptance 
ta protect your profit . . . designed to become a . Broad, attractive profit margins 
permanent advertisement for your services. . Local Distributor warehousing and service 
le Your nearby Bryant Distributor has com- . Factory district representatives and traveling 
x plete details. It will pay you to call him today. sales training and service teams 
ut ae r 
Bryant Heater Div., Affiliated Gas Equipment, Inc., 17825 St. Clair Ave., Cleveland 10, Ohio 
YI 
d 
nT 
V 
li 
F 


5 /Aarch 1954, American Gas Journal 


























GAS APPLIANCE 
INDUSTRY NEWS 





Rename Directors at Servel Meeting 

All the members of the board of direc- 
tors of Servel, Inc., were re-elected, and 
an additional director was elected at the 


W. Paul Jones Louis Ruthenburg 


company’s annual stockholders’ 
held recently. 

Stanley W. Duhig, chairman of the 
board of Southern Clays, Inc., a corpora- 
tion engaged in kaolin mining, is the new 
director, which brings the number of di- 
rectors to nine, the present limit specified 
by the company’s by-laws. 

Members of the board who were re- 
elected are W. Paul Jones, president; Louis 
Ruthenburg, chairman of the board; Ru- 
dolph Schnakenburg, vice-president in 
charge of finance and secretary; James F. 
Donnelly, vice-president in charge of sales; 
William V. Griffin, chairman of the board 
of Brady Security and Realty Corp.; Rich- 
ard C. Hunt, a member of Chadbourne, 
Hunt, Jaeckel & Brown, attorneys; Hunter 
S. Marston, chairman of the board, In- 
terstate Co.; and Robert E. Walker, presi- 
dent of Long Island Co., Ltd. 


meeting 


RCA Ranges in Spring Ad Campaign 

Mass circulation magazines and radio 
and television shows have been scheduled 
to promote RCA Estate Appliance Corp.’s 
new line of Space King thirty-inch ranges. 

The line will be displayed from March 
through June in advertisements running in 
Better Homes & Gardens, Good House- 
keeping, McCall's, and the Saturday Eve- 
ning Post. TV Guide will be used in major 
metropolitan markets. 

Coast-to-coast television and radio cov- 
erage of the company’s kitchen range line 
will include spots on The Dennis Day 
Show, on NBC-TV; Show of Shows, NBC- 
TV; and The Phil Harris-Alice Faye Show, 
on NBC radio. 


Coleman Has Scholarship Program 


A program of two scholarships annually, 
aimed at helping fill industry’s need for 
more engineering talent by encouraging 
promising engineering students to complete 
their education, has been inaugurated by 
Coleman Co., Inc. 

The awards are $300 each, one each 
year for an outstanding senior engineering 
student at Kansas University and the other 
at Kansas State College. Winners are se- 
lected by a faculty scholarship committee 
at each institution in co-operation with 
Coleman personnel officials. 
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Three AGA Campaigns Under Way 

Matchless gas cooking performance by 
automatic gas ranges will be highlighted in 
the first national campaign on this theme 
by American Gas Association during April 
and May. The promotion is the spring 
showing which complements the autumn 
Old Stove Round-Up, most successful 
AGA campaign of the year. 

Another national campaign during April 
and May will be devoted to gas all-year air 
conditioning and gas house heating. 

T'wo-way emphasis will be placed on the 
word matchless which represents superior 
gas range performance and complete auto- 
matic ignition and operation. Smokeless 
broiling, baking and cooking will be pre- 
sented along with results of 34 months of 
field-testing 1,459 gas ranges to demon- 
strate the performance of these new auto- 
matic gas ignition systems. 

National advertising during February 
and March, emphasizing Only gas gives 
you matchless cooking performance, will 
be followed by the spring showing cam- 
paign in April and May. Eleven individual 
full-page, four-color advertisements of 
fully automatic gas ranges will appear in 
American Home, Better Homes and Gar- 
dens, Ladies’ Home Journal, McCall’s, and 
the Woman’s Home Companion, circulat- 
ing a total of 44,154,000 consumer sales 
messages. 

Other matchless promotion aspects in- 
clude dealer use of installed automatic 
ranges for live demonstrations, and show- 
ings of ranges in conjunction with spring 
fashion shows. A complete package of pro- 
motional material will be available to deal- 
ers in the form of newspaper mats, art 
elements and copy adapting components 
of gas range magazine advertisements for 
local use, and billboards and car cards. 

A new departure is a 25-piece display 
kit which includes a_ three-dimensional 
back-of-range device with flasher button 
and an outlet for an attention-getting light 
bulb. Salesmen will be aided in selling 
automatic gas ranges by easel card, 
streamer and other bright-colored promo- 
tion pieces calling attention to matchless 
range qualities. 

Concurrently, the gas all-year air con- 
ditioning and gas house heating campaign 
in April and May will be spearheaded by 
the theme Only gas gives greatest all-sea- 
son comfort. 

All of the foregoing promotion litera- 
ture, including the Big 10 and salesmaker 
booklets on ranges, house heating and air 
conditioning, plus giveaways and premiums 
described in the 1954 Catalog of AGA 
Promotion Aids, can be ordered from the 
Promotion Bureau, American Gas Associa- 
tion, 420 Lexington Avenue, New York 
ry, Me Bs 


Cribben and Sexton in Ad Campaign 

An expanded advertising and promo- 
tional program will back Cribben and Sex- 
ton’s 1954 line of Universal gas ranges, ac- 
cording to an announcement from the com- 
pany. Fifteen advertisements, starting with 
the Spring issues, are scheduled for four 
leading women’s publications. 

The campaign will be supported by the 


largest program the company has ever 


undertaken for giving merchandising 
sistance to its dealers. This will include « 
new direct mail service which will provide 
comprehensive prospect coverage; coopera- 
tive advertising in local newspapers for 
which kits will be provided; and special 
promotions, including extension of the 
Pied Piper contest developed by Cribben 
and Sexton last year. 


January Appliance Shipments Up 

Shipments of automatic gas water heat- 
ers during January increased by 29,400) 
units over the previous month, according 
to Edward R. Martin, director of market- 
ing and statistics, Gas Appliance Manu- 
facturers Association. He reported that 
confirmed shipments for the entire year of 
1953 totaled 2,125,700 units, an 11.3% 
gain over automatic gas water heaters 
shipped during 1952. 

During January, 167,200 units were 
shipped to distributors and dealers, as com- 
pared with 137,800 during December. 

Shipments of gas-operated boilers fo: 
house heating systems during January in- 
creased by 7.4% over the same month of 
last year. Boiler shipments totaled 2,900 
units during January. 

Gas conversion burner shipments during 
January amounted to 9,000 units, an in- 
crease of 600 over shipments during De- 
cember. 

Shipments of gas-fired furnace units 
numbered 26,900 during January, com- 
pared with 32,300 during December, ac- 
cording to Mr. Martin. Shipments in Jan- 
uary of 1953 totaled 31,100. 

Domestic gas ranges shipped during Jan- 
uary increased by 6,200 units over the pre- 
vious month, and revised estimates of ship- 
ments for the entire year of 1953 total 
2,181,300 units, a gain of 5,900 over gas 
ranges shipped during 1952. 

During January, 138,600 units were 
shipped to distributors and dealers, as com- 
pared with an estimated 132,400 during 
December. 


Servel Names 3 New Distributors 

Commercial Distributors, of Portland, 
Me., have been appointed appliance dis- 
tributors for the state of Maine and north- 
ern New Hampshire, according to an an- 
nouncement by Servel, Inc. The company 
has also announced that the newly or- 
ganized firm of Progressive Appliance Dis- 
tributors, Inc., will distribute the complete 
Servel appliance line in the Cleveland area, 
and that the Boyd Engineering Co., Inc.. 
has been appointed distributor for Serve! 
air conditioning equipment in New Mexico 
and the trans-Pecos section of west Texas. 


2 Trane Co Sales Offices Moved 

The Trane Co: has announced the new 
location of two sales offices. The Green- 
ville, S. C., office is now at 214 McDanie 
Ave., and the Duluth, Minn., office is nov 
at 2830 West Superior. 


Name 10 LP Gas Council Member 


Appointment of 10 new members of | 
national council for LP gas promotion 
Gas Appliance Manufacturers Associatio! 
and Natural Gasoline Association of Am«r- 
ica Was announced by James E. Pew, m 
ager, natural gas and natural gasoline 
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rtment, Sun Oil Co., Philadelphia, and 
airman of the council. 

The GAMA representatives, named by 
Sheldon Coleman, president of the associa- 
tion and president, The Coleman Co., are 
F. A. Kaiser, vice-president, Detroit-Michi- 
gan Stove Co.; James Donnelly, vice-pres- 
ident, Servel, Inc.; A. B. Ritzenthaler, vice- 
president, The Tappan Stove Co.; C. L. Bur- 
rows, vice-president, The Coleman Co., and 
John W. Christensen, manager, promotions, 
Hamilton Manufacturing Co. 

The new members were named in keep- 
ing with a recent re-apportionment of asso- 
ciation representation on the council, for- 
merly known as national committee for LP 
gas promotion, and to fill other vacancies. 
The group directs the national LP gas pro- 
motional program, which is co-sponsored 
by NGAA, GAMA and the Liquefied Pe- 
troleum Gas Association. 

Members of the council’s newly created 
executive committee, headed by K. R. D. 
Wolfe, vice-president, Fisher Governor Co., 
were also announced. They are: George P. 
Bunn, manager, natural gas and natural 
gasoline department, Phillips Petroleum 
Co.; Julius Klein, president, Caloric Stove 
Corp.; Herman Merker, president, Pressed 
Steel Tank Co., Milwaukee; M. L. Trotter, 
president of LPGA and Carolina Butane 
Gas Co., Columbia, S. C.; Charles O. Rus- 
sell, president, Rapid-Thermogas Co., Des 
Moines, Ia., and A. H. Cote, manager of 
operations, Suburban Propane Gas Corp., 
Whippany, N. J. 
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Whitelaw Asks Appliance Tax Drop 


Treasury Secretary George M. Hum- 
phrey, who said that he would approve “a 
selective reduction” in excise taxes, was 
urged recently to consider eliminating levies 
on appliances and equipment which are es- 
sential to home construction and modern- 
ization as well as to public health and com- 
fort. 

H. Leigh Whitelaw, managing director of 
Gas Appliance Manufacturers Association, 
said in a telegram to Mr. Humphrey: 

“Excise taxes on such items as gas ranges, 
refrigerators and water heaters cost the con- 
sumer heavily without providing the gov- 
ernment with sufficient needed revenue. In 
appliances which represent a considerable 
investment by the home builder the excise 
levy represents a ‘last-straw’ deterrent to 
sales and to the modernization of more than 
20,000,000 homes now past the age of 30 
years.” 

Mr. Whitelaw pointed out that manu- 
facturers have gone along with excise taxes 
without complaint during national emer- 
gencies and periods of material shortages. 
“Now,” he said, “these taxes are levied 
against certain segments of business at rates 
which are injurious while other industries 
which cater to the same buyers are tax 


free.” 


Robertshaw-Fulton in Mrs A Contest 


Robertshaw-Fulton Controls Co. through 
its participation in the 1954 Mrs. America 
contest will have exclusive rights in its field 

» use the Mrs. America name, picture and 
endorsement for advertising, sales promo- 
on and publicity. 
“Precision controls are the heart of mod- 
n home appliances, in fact are what make 
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modern appliances modern,” according to 
the company president, John A. Robert- 
shaw. “For that reason, we felt it was highly 
appropriate for us to join in this home- 
making program, which spotlights the 
American housewife’s ability to run her 
household the modern way.” 


Huge Heater Installation in Memphis 

Possibly the largest single installation of 
gas-fired unit heaters in the United States 
has been completed in the general depot of 
the Army Quartermaster Corps in Mem- 
phis, Tenn., United States Air Condition- 
ing Corp. has reported. Six carloads of gas- 
fired unit heaters, in sizes of 400,000 to 
500,000 Btu and with a combined capacity 
of 54,600,000 Btu/hr, are in operation, 
heating nearly 30 acres of warehouse space. 
Six new warehouse buildings are each 











A typical warehouse area in the general 
depot of the Army Quartermaster Corps, in 
Memphis, Tenn., where what is believed to 


be the largest single installation of gas-fired 
unit heaters has just been completed. 


heated independently by the company’s 
blower type equipment. 

The units are hung approximately 18 feet 
above floor level and each heater is 
equipped with an outlet cowl with adjusta- 
ble louvers to direct the air flow down- 
ward to the floor. 

When all the units are in operation, the 
total consumption is in excess of 50,000 
CF/hr of natural gas, according to A. J. 
Saucier, of Southern Heater Co., Inc., 
United States Air Conditioning Corp. rep- 
resentative. 

A control system with a three position 
primary control, on-off-automatic, is em- 
ployed with the equipment. In the on posi- 
tion, blowers operate as ventilators only, 
and the gas circuit is inoperative. In the 
third position, the electrically ignited gas 
burners and the blowers are automatically 
operated by thermostats and limit controls. 

Since each unit operates independently, 
every section of the warehouse has auto- 
matic, thermostatically -controlled heat to 
fit its specific needs. 

Plans for the project were prepared by 
the U. S. Army Corps of Engineers. 


Stewart-Warner Shows 50 New Units 


In a mass product presentation, U. S. Ma- 
chine Div., Stewart-Warner Corp., unveiled 
50 new Winkler heating and cooling units 


at three recent regional dealer meetings. 
The Winkler line has been augmented by 
a series of new oil and gas furnaces and 
boilers, a new gas conversion burner, round 
gravity and square forced air furnaces to 
burn oil, gas or coal; central air condition- 
ing units in 2- and 3-ton capacities, room 
air conditioners ranging from % to 1 hp., 
and a line of domestic and commercial gas 
and electric water heaters. The three Win- 
kler plants at Lebanon, Ind., and facilities 
of Stewart-Warner’s South Wind Div. at 
Indianapolis are being utilized to handle 
stepped-up-production. 


Ruud Mfg to Build Kalamazoo Office 
Ruud Manufacturing Co. is planning to 
move its general offices from Pittsburgh to 
Kalamazoo, Mich., it has been announced. 
The company will construct a general office 
building adjacent to its Kalamazoo manu- 
facturing plant, completing it late in 1954. 
Chief benefits that are anticipated by the 
concentration of company operations in 
Kalamazoo are said to be the elimination of 
duplicate facilities and a more efficient ad- 
ministration of company affairs. 


GAMA Votes Membership to 5 Firms 

Five new members who have joined 
Gas Appliance Manufacturers Association 
are: Control Engineering Corp., Norwood, 
Mass., which will manufacture a combina- 
tion automatic pilot and gas control valve; 
United States Stove Co., South Pittsburg, 
Tenn., makers of vented and unvented do- 
mestic room heaters and unvented wall 
heaters; General Manufacturing and Dis- 
tributing Co., Quincy, Mich., which is de- 
veloping a gas water heater; Waterfilm 
Boilers, Inc., Jersey City, N. J., manufac- 
turers of gas-fired boilers, and The Pitts- 
burg Water Heater Co., San Francisco, 
Cal., which plans to make a gas water 
heater. 


Hamilton Adds New Laundry Series 

Hamilton Manufacturing Co. has an- 
nounced the addition of a new matched 
washer and dryer set to the company’s 
1954 line. The home laundry series now 
consists of two automatic washer models, 
five dryer models and three conventional 
washers. 

The new dryer series features an ab- 
breviated aluminum escutcheon with ma- 
roon trim on the control panel, and a solid 
positive catch dryer door. The dryers also 
feature a temperature control which auto- 
matically selects the correct heat tempera- 
ture for any fabric including the new syn- 
thetic fabrics, and which is calibrated into 
fabric types rather than degrees of heat. 

The washer features a cycle control 
which permits the operator to lengthen, 
shorten, skip or repeat any cycle as desired. 
The control also permits a partial water 
fill, hot or 100° warm water settings, and 
flush-wall installation. 


Woodroof Is Sunbeam Div Sales Mgr 

W. Walton Woodroof has been ap- 
pointed manager of cooling sales of the 
Sunbeam Air Conditioner Div., American 
Radiator & Standard Sanitary Corp., and 
in his new position will supervise field sales 
involving residential and commercial cool- 
ing products manufactured by the division. 
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NEW BULLETINS 





MCDONNELL CONDENSED CATALOG. This 
new bulletin on safety devices for steam 
and hot water boilers and hot water tanks 
presents information on the company’s 
standard boiler feeders, low water cut-offs, 
pump controls, and pressure and tempera- 
ture relief valves. The bulletin features a 
service recommendation chart, which 
guides selection of the proper control 
within each of the four major job classifica- 
tions covered. Also included is a compre- 
hensive presentation on the use of safety 
water feeders on hot water boilers. 

Bulletin No. C-54. Pp. 4. McDonnell & 
Miller, Inc., 3500 N. Spaulding Ave., Chi- 
cago 18, Ill. 


WEATHER-FLO OPERATION, APPLIED TO 
Hot WATER AND WARM AiR SYSTEMS. 
Three new salesman’s bulletins, they de- 
scribe the end results of the operation with 
this heat controller; its application to hot 
water systems, and its application to warm 
air systems. The bulletins provide descrip- 
tions for; a better heating system, heating 
the last radiator, warmer floors, stopping 
of heating system noises, and stretching 
the burner capacity, boiler and radiation. 
The bulletins, each four pages, offer sche- 
matic diagrams, photographs and guide 
specifications. 

Bulletin E-353 Weather-Flo Operation; 
F-453 Application to Hot Water Systems; 
H-653 Application to Warm Air Systems. 
Automatic Devices Co., Inc., Western 
Springs, Ill. 


USArrRCo Gas Firep UNit HEATERS. De- 
scribing a complete line of a series of gas- 
fired unit heaters, this bulletin presents 
complete information about the line, which 
includes propeller fan and blower type 
heaters, each produced in 14 models. The 
models range in capacity from 55,000 to 
500,000 Btu/hr and burn all types of gas at 
the rated capacities. Liberally illustrated, 
the two-color bulletin includes capacity 
tables and roughing-in dimensions, and 
structural and operational descriptions of 
all models. All of the unit heaters offered 
feature specially designed heat exchangers, 
on which hot spots and cold spots report- 
edly have been eliminated. 

Bulletin No. 23-3. Pp. 12. United States 
Air Conditioning Corp., 33 and Como 
Ave., S.E., Minneapolis 14, Minn. 


PEABODY DIRECT-FIRED AIR HEATERS. This 
new bulletin describes in both print and 
detailed flow diagrams, the operation of the 
company’s air heater, and also offers typical 
applications of the heater. A cylindrical 
furnace air heater, the unit is designed to 
deliver heated air at any specified tempera- 
ture or pressure, with each unit being de- 
signed to individual operating require- 
ments. The bulletin points out that there is 
flexibility of firing to meet all conditions, 
for the heater, including horizontal, vertical 
up and vertical down firing. Designed to 
meet varying plant requirements, heaters 
are available in capacities from 1,000,000 
to over 200,000,000 Btu/hr. 

Bulletin 600-A. Pp. 6. Peabody Engineer- 
ing Corp., 580 Fifth Ave., New York 36, 
N.Y, 
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Form East Mfr’s Group Within GAMA 


Formation of an eastern manufacturers 
group within the Gas Appliance Manufac- 
turers Association’s water heater division 
has been announced. Eleven manufac- 
turers’ representatives attended the first 
meeting of the group, recently held in 
Cleveland. Harry B. Carbon, Bastian-Mor- 
ley Co., Inc., was elected chairman and Lee 
W. Rasch, Rasch Manufacturing Corp., 
was named vice chairman. 

The group was formed of GAMA water 
heater manufacturers who are not mem- 
bers of Pacific Coast Gas Association, 
which has long had its own water heater 
organization. It will discuss problems pri- 
marily of interest to eastern manufacturers. 


Coleman Cuts Prices, Ups Promotion 

The Coleman Company has announced 
reductions in retail prices of all models in 
six of its major heating product lines and 
an expanded advertising and promotional 
program for 1954. 

The new price schedule became effective 
January 1, and affected the prices of warm 
air furnaces, vented oil and gas space heat- 
ers, and floor furnaces. 

Sheldon Coleman, president, said that 
increased production efficiency and more 
aggressive merchandising policies were 
counted upon to offset shorter margins for 
the company, and that advertising appro- 
priations were being increased to permit 
special promotion of each of the company’s 
major appliance lines. 


A. O. Smith Issues Water Heater Film 


A new 16 mm color sound film entitled, 
Burkay, your winning play, has just been 
released by the Permaglas division of A. O. 
Smith Corp. The film, which serves as a 
training media for the sizing and market- 
ing of the company’s commercial water 
heaters, runs 25 minutes. 

The movie was prepared as an aid to 
dealers and distributors in conducting com- 
mercial water heater sales meetings and 
will be available for association or techni- 
cal meetings. 





NEW GAS APPLIANCES 





Heating unit 

For use with natural, mixed or manufac- 
tured gas, this automatic heating unit is 
AGA-approved and complies with the 


A.S.M.E. code for boiler construction. De- 
signed for installation in the smaller one- 
bath home, or in motels, apartment units or 









vacation cottages, the new model has an 
AGA gas input rating of 115,000 Btu/hr 
and an output of 92,000 Btu/hr. The unit's 
burner incorporates a gas pressure regula- 
tor, diaphragm gas valve, safety pilot with 
runner type pilot igniter, venturi type 
burner tube with steel flame spreader, and 
an adjustable secondary air control. The 
model has a Raytrol control system which 
consists of a heat-actuated water flow con- 
trol, an electric water temperature limit 
control, and a by-pass line with an adjust- 
able modulating valve. The model is 36” 
high, 30” wide and 26” deep. 

No. GK-16-WE, National Packet, Model 
K. The National Radiator Co., 221 Central 
Ave., Johnstown, Pa. 


Range series 

Delivery was begun in January, immedi- 
ately after the introduction, of the manu- 
facturer’s new series of ranges featuring 











100% safety shut-off for all top burners as 
well as the oven. The company reports that 
complete safety is one of the advantages of 
the series’ ignition system, since no gas can 
escape from any burner on the range if the 
pilot light is extinguished. The pilot, being 
small, is also said to keep the range cool. 
Relighting the oven pilot, when the range 
has been out of use, has been simplified the 
company states. Several models are in- 
cluded in the series, and those with the new 
ignition system are identified by three but- 
tons on the control panel of divided top 
models, and by two buttons on apartment 
models. To relight the oven, it is necessary 
to press the oven button, light the oven 
burner, and then hold the button down for 
a few seconds. The oven pilot is automati- 
cally relighted and remains lighted when 
the oven is turned off. The new models also 
feature: electric clock with 4-hour timer, 
non-glare top light and appliance outlet. 

Hardwick 75 Series Gas Range. Hard- 
wick Stove Co., Cleveland, Tenn. 


Wall heater 


This new wall heater is said to be ex- 
tremely versatile since it fits a standard 
single stud space and is easy to install. Sui'- 
able for any room in any location wherever 
individual heating installation of medium 
Btu range is required, the unit is shipped 
completely assembled. The panel is set 
above the baseboard and allows wall ‘o 
wall floor covering. It comes in a new zolo- 
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tone finish and is obtainable in harmoniz- 
ing colors of light gray, dark gray, tan, and 
forest green. The heating element is fully 
enclosed, free from baffles, and is porcelain- 
ized. The heater has a 10-year factory 
guarantee against burn-out and rust-out. It 
is available in single and dual models and 
in sizes from 25,000 Btu to 60,000 Btu for 
natural, manufactured or LP gas. 

Mid-Jet Wall Heater. Royal Jet, Inc., 
1024 Westminster Ave., Alhambra, Cal. 


Range line 
A new line of 30” ranges designed for 
kitchens with limited space has been intro- 
duced by the manufacturer. Features of the 
ry — sp _ 





new line, which include gas and electric 
models, are: 24” oven; finger-lift drawer 
broiler adjustable to five positions; one-piece 
top from mantel back to oven door; throw- 
away aluminum burner bowl inserts; in- 
sulated construction to substantially reduce 
exterior wall temperatures, and glass fiber 
heat-seal between oven door and front 
frame and double-thick wall insulation to 
minimize metal-to-metal contact from in- 
side to outside walls. The de luxe ranges 
will offer an oven window, chrome mantel 
back with fluorescent top lamp, clock con- 
trol and appliance outlet. 

RCA Estate Space King. RCA Estate 
Appliance Corp., Hamilton, O. 


Warm air heater 

Four new warm air heating products; 
two counterflow and two utility type units, 
have been introduced by the manufacturer. 
Especially designed for installation in small 
to medium size modern homes, either with 
or without basements, these new winter air 
conditioners will be available for either gas 
or oil firing. Specially designed burners per- 
mit easy conversion from one fuel to the 
other at any time with no loss in capacity. 
The new units are all made in three sizes; 
76,000, 90,000 and 100,000 Btu hr at bon- 
net. The models operating on the counter- 
flow principle require a minimum of duct 
work in homes with perimeter heating sys- 
tems. The other models are utility units and 
use conventional duct systems. The new 
heating units have AGA and Underwriters’ 
Laboratories approval and listing for in- 
stallation with zero clearance. The smallest 
unit requires only 2334” x 2334” of floor 
space. 

Winterline and Winterglo Air Condi- 
tioners. Sunbeam Air Conditioner Div., 
American Radiator & Standard Sanitary 
Corp., Pittsburgh 30, Pa. 
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Horizontal furnace 

A horizontal-flow, gas-fired, forced air 
furnace has been added to the manufac- 
turer’s line of heating equipment. Said to 
be compact in design, the unit utilizes space 





in attics, under floors, in basements or 
utility rooms, and handles heating require- 
ments whether single or multiple installa- 
tion. Shipped completely assembled with 
controls, controls assembly and flue outlets. 
The unit incorporates an adjustable speed, 
belt-driven blower with overload protec- 
tion and a quiet operating diaphragm valve. 

Royal Jet Horizontal Furnace. Royal Jet, 
Inc., 1024 Westminster Ave., Alhambra, 
Cal. 





CLASSIFIED 








FOR SALE 


Four style 261700 Burroughs Bill- 
ing Machines. Two style 301700 Post- 
ing Machines—two to five years old. 
One Class 3700 Addressograph—Four 
years old. Box 269 















INCINERATION DIVISION 


BOWSER, INC. 
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For Quick Profits | 


LET “MRS. AMERICA” HELP YOU SELL... 





... IT’S THE AUTOMATIC 
GAS-FIRED INCINERATOR! 


Cash in NOW on Mrs. America’s 
promotion of Incinor, the proven 
unit. Over 30 years of depend- 
able daily service in thousands of 
homes. 


Easy to install in either utility room or 
basement — trouble-free — no service. 


Write TODAY for more details! 


CAIRO, ILLINOIS 
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CAPTAN maintains its leadership! 


... YOU can buy CAPTAN with confidence 
Prompt Service ... From the largest down to the smallest 


from our... 


aii gas company, CAPTAN 1s still the PRE- 


SPECIALLY TRAINED - 
avn FERRED odorant. 


@ COMPETENT OFFICE ° 
FORCE The fact that these companies have 


@ STRATEGICALLY > > y , 
aaa Ganeeunen ordered CAPTAN repeatedly over a long 


© RELIABLE period of time is your best proof that you 
SHIPPING ¢ / 
SERVICE will always get a uniform product when 


you order CAPTAN. 





DON’T DELAY... 


phone, wire or write us today. 


NATURAL GAS ODORIZING CO., INC. 


P.O. BOX 1645 HOUSTON, TEXAS 
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